clude processes for acquiring, disseminating, and utilizing information (Beyer and Trice 1982) . Such processes have been viewed as "knowledge assets" (Winter 1987 ) that can be leveraged to achieve competitive advantage (Cohen and Levinthal 1990 ; Leonard-Barton 1991; Levitt and March 1988) .
Despite potential contributions to the marketing literature, the organizational view of information processes is presently underutilized. My research attempts to address this deficiency by specifically resolving several issues that would increase the contribution of the organizational view to marketing. First, because no study has examined whether individual information processes are empirically distinct from organizational information processes, it is unclear whether these processes have been measured at the organizational level. Second, unlike previous research, which has tended to focus on a subset of organizational information processes, I attempt to explicate a more complete conceptual domain for these processes. Third, though research has focused on the structural antecedents of information use (Deshpand6 and Zaltman 1982; Kohli and Jaworski 1990), previous research has failed to understand the cultural antecedents of organizational information processing in firms. Fourth, previous research has not provided empirical results regarding how organizational information processes affect marketing performance. The one exception, Jaworski and Kohli's (1993) study, examines several consequences of a firm's market orientation. However, they do not consider how the individual information processes within a firm's market orientation can have different performance outcomes. Moreover, Jaworski and Kohli's (1993) study and other conceptual work have been confined to assessing overall business performance, without regard to specific effects on new product performance, which previous research suggests is likely to be strongly influenced by the nature of firm-level information activities, including information acquisition (Day 1991 (Day , 1994 ; Dickson 1992), information transmission (Hutt, Reingen, and Ronchetto 1988; Imai, Nonaka, and Takeuchi 1985), and information utilization (Clark and Fujimoto 1991; Day 1994) .
I address these gaps in the literature with three key objectives: (1) to conceive of a more complete set of organizational information processes and empirically distinguish them from individual information processing activities; (2) to examine cultural factors as antecedents of organizational information processes; and (3) to investigate the effects of these organizational information processes on several new product outcomes.
ORGANIZATIONAL MARKET INFORMATION
PROCESSES Glazer (1991, p. 2) defined market information as "data that have been organized or given structure-that is, placed in context-and endowed with meaning." I build on Glazer's definition by defining market information as data concerned with a firm's current and potential external stakeholders. Defined in this way, market information refers to external information that cuts across all functional areas of the firm rather than the more delimited "marketing information" that stantive content of market information is broad enough to include what is known as a result of experience and primary or secondary research studies. Moreover, information can arise from a variety of external sources (Barabba and Zaltman 1991; Kohli and Jaworski 1990).
The premise of my research is that the way an organization processes market information is likely to be a function of its organizational systems (Cyert and March 1992). As Hedberg (1981, p. 6) notes:
Although organizational learning occurs through individuals, it would be a mistake to conclude that organizational learning is nothing but the cumulative result of their members' learning. Organizations do not have brains, but they have cognitive systems and memories. As individuals develop their personalities, personal habits, and beliefs over time, organizations develop world views and ideologies. Members come and go, and leadership changes, but organizations' memories preserve certain behaviors, mental maps, norms, and values over time.
This view argues that organizations contain information systems (Daft and Weick 1984; Sandelands and Stablein 1987; Weick 1979
). These systems involve persons who create, disseminate, and act on shared meanings, but who are subordinate to the system and its corresponding processes that represent "collective ways of acting or thinking [that] have a reality outside of the individuals who ..
. conform to it" (Durkheim 1938, cited in Walsh 1989, p. 15). This is also consistent with the view that individual learning contributes to organizational learning, but is an insufficient condition for organizational learning (Argyris and Schon 1978; Sinkula 1994).

Four Key Organizational Market Information Processes
The extant literature has consistently conceptualized information activities as comprised of a series of processes. These views are found in literature concerned with adoption of innovations (Rogers 1983 Information acquisition processes. These processes refer to the collection of primary or secondary information from organizational stakeholders. Information acquisition may occur, for example, through formal market research surveys, competitive intelligence activities, or customer satisfaction studies; through informal collection of information from salespeople who interact with customers; or from competitors who share information at industry association meetings. Information acquisition has been described as attention (Bettman 1979; Kahneman 1973) Conceptual utilization processes. These processes refer to the indirect use of information in strategy-related actions (Menon and Varadarajan 1992; Rich 1981) . Although the enactment of conceptual utilization processes often involves behaviors, the focus in these behaviors is on influencing the way organizations process information or their commitment to it, which are more cognitive and affective in nature and, therefore, more indirect in their influence on marketing strategies as compared with instrumental utilization (described subsequently). Two subprocesses are proposed.
First, information commitment refers to the extent to which an organization recognizes the value of information agents and products (Beyer and Trice 1982; Menon and Varadarajan 1992). It is revealed when an organization values information as an aid to decision making, as opposed to considering it a disruption (an informal process), whereas commitment to information providers may be found when information providers report to users at high organizational levels (a formal process).
Second, information processing refers to processes "through which information is given meaning" (Daft and Weick 1984, p. 294 (Day 1991; Day and Nedungadi 1994 ). This process is described by Dickson (1994, p. 46) as the conversion of market intelligence "into knowledge and understanding when it is interpreted by, stored in, and changes the decision makers' mental models of the market environment." Information processing may involve formal procedures for organizing and processing information, such as analytical models or playing devil's advocate, or more informal processes, such as team meetings in which interpretaInstrumental utilization processes. These processes refer to the extent to which an organization directly applies market information to influence marketing strategy-related actions. Three subprocesses are investigated: the use of information in (1) making, (2) implementing, and (3) evaluating marketing decisions. Organizational use of information in decision making refers to processes involving the integration of information sources and the selection among strategy alternatives (for a discussion of these processes at the individual level, see Bettman, Johnson, and Payne 1991; Cohen, Miniard, and Dickson 1980). This type of information use has been historically reported to be very low (Weiss 1978) . Thus, organizational research has suggested that decision making is not a distinct phase, but, rather, something that is "muddled through" (Mintzberg, Raisinghani, and Theoret 1976) or performed in a satisficing mode, which may limit information use.
Organizational use of information in implementation provides information about the enactment of marketing strategies to ensure the realization of decisions. This process follows other research showing that implementation is facilitated by providing information regarding how decisions should be carried out (Leonard-Barton and DeSchamps 1988; Nutt 1986; Slevin and Pinto 1987). In contrast, Jaworski and Kohli (1993) describe market responsiveness as involving issues of whether and how quickly the firm responds to market information in the design and implementation of marketing strategies.
Finally, organizational use of information in evaluation refers to processes for using market information to determine positive and negative performance outcomes and the reasons for these outcomes (Zaltman and Moorman 1989). In the diffusion of innovations literature, this is referred to as the confirmation stage, because the focus is on assessing the benefits of adoption (Rogers 1983) . Evaluation, or performance feedback, has been described as being crucial to successful organizational adaptation (Fiol and Lyles 1985) and change (Argyris 1976) . Therefore, organizations that use market information to evaluate outcomes are more likely to develop effective "theories of action" (Barabba and Zaltman 1991).
CONCEPTUAL FRAMEWORK
This section links the four organizational market information processes described in the previous section to certain new product outcomes and cultural antecedents.
Cultural Antecedents of Organizational Market Information Processes
Organizational culture is defined by Deshpand6 and Webster (1989, p. 4) as "the pattern of shared values and beliefs that help individuals understand organizational functioning and that provide norms for behavior in the organization." Previous research indicates that organizational culture affects organizations in two ways. It can affect, first, the firm's choice of outcomes and, second, the means to achieve these outcomes, including organizational structure and processes (Cameron and Externally-focused cultures versus internally-focused cultures. Externally-focused cultures will have better developed information acquisition and instrumental utilization processes, both of which involve interaction with the external environment. Information acquisition processes involve environmental scanning and intelligence activities and the importation of the resulting information into the organization. Instrumental utilization processes entail the design and implementation of marketing actions that influence external constituencies.
Internally-focused cultures, on the other hand, have more well-developed information transmission and conceptual utilization processes, both of which function completely internal to the organization. Information transmission processes involve dissemination of information among organizational members, whereas conceptual utilization processes emphasize increasing members' understanding of and commitment to acquired information.
Formal Accordingly, it is argued that formalized cultures will facilitate instrumental utilization processes because these processes involve using information to take marketing actions, while reducing information acquisition, information transmission, and conceptual utilization processes. If formal cultures reduce these processes, then logically it is inferred that informal cultures should foster information acquisition, information transmission, and conceptual utilization processes while also reducing instrumental utilization processes. Other research supports this view by suggesting that informal organizations facilitate information acquisition ( To implement the congruence approach, the two bordering axes for each cell in the previously described competing values framework are examined. As Figure 1 depicts, when the two axes indicate that similar information processes should occur, the organization should emphasize these processes. However, when the value axes do not overlap and are, therefore, not mutually supportive of certain information processes, it is hypothesized that the information processes will be de-emphasized. I describe each culture and note its focus on certain organizational information processes. Then, I offer a set of formal propositions. 
The Effects of Organizational Market Information Processes on New Products
This section explores how organizational market information processes influence the success of new products. A central assumption here is that organizational information processes mediate the direct relationship between culture and new product outcomes. This assumption, though not formally examined, is supported by a great deal of literature suggesting that cultures give rise to organizational structures and processes (Cameron and Freeman 1991; Quinn and Rohrbaugh 1983; Reukert, Walker, and Roering 1985; Webster and Deshpande 1990). These processes, in turn, affect the nature and effectiveness of marketing strategies and outcomes.
New products were selected as the focal marketing outcome for several reasons. First, new product development and the success of new products has emerged as one of the critical strategic concerns of firms in the last decade (Marketing Science Institute 1994). Second, prior research has indicated that new product strategies are likely to be influenced by a range of firm information systems and processes. Specifically, Clark and Fujimoto (1991) characterize new product development processes as "total information systems" that are driven by firm-level processes; Day (1994) suggests that various market sensing information processes are crucial inputs to new product activities in learning firms (see also Dickson 1992); Imai, Nonaka, and Takeuchi (1985), Griffin and Hauser (1992) , and Hutt, Reingen, and Ronchetto (1988) find that effective new product developutilization. Accordingly, the new product domain seems particularly well suited to examining the impact of organizational information processes. Three new product outcomes are examined: performance, timeliness, and creativity.
New product performance is the degree to which organizational goals involving new product profit, sales, and share have been reached. As justification for the effect of the market information processes on performance, Jaworski and Kohli (1993) provide evidence that market orientation, which reflects several information processes, has a positive influence on overall firm performance. Considering the effect of each organizational information process on new product performance, information acquisition processes should lead to greater performance because they assist in the identification of market opportunities and threats that may facilitate effective strategy development (Fahey and Naraynan 1986). Information transmission may also improve performance because it is likely to increase the degree to which organizational members share a vision of marketing strategy design and implementation-something total quality management approaches and learning theories tout as important to effective firm action (Doughterty 1989; Imai, Nonaka, and Takeuchi Informants were mailed a questionnaire and a cover letter that explained the purpose of the research and promised a summary of the results if they returned their business cards with the completed questionnaire. Informants were asked to focus on their most recent product development project that had been in the market for a minimum of 12 months for which their division was responsible. All questions regarding the organization, then, focused on the division as the organizational unit of analysis.
Three weeks following the first mailing, nonrespondents were telephoned, reminded of the questionnaire, and encouraged to complete and return it. Two weeks following the calls, a second mailing was sent to nonrespondents. Using a chi-square difference test, it was determined that for a subset of variables, there were no systematic differences between those who responded before and those who responded after the second mailing (Armstrong and Overton 1977).5 After eliminating persons who indicated that the questionnaire was inappropriate for their organization or experience, the overall sample was reduced from 396 to 300. Of the eligible sample, 92 (31%) responded.
Measurement
The Appendix contains all the measures, as well as their sources. Some measures were drawn from extant research. For others, it was necessary to create new measurement items specifically for this project.6
After the data were collected, measures were subjected to a purification process (see Churchill 1979; Gerbing and Anderson 1988). The unidimensionality of each measure was assessed in a series of two-factor models in LISREL VII (Joreskog and Sorbom 1989). The pairs of measures, which were selected from theoretically-similar subsets consisting of the four organizational market information processes, four organizational cultures, and three new product outcomes, allowed for the joint examination of maximally sim4Although the sample was drawn from the top 200 advertisers, it appears generalizable to organizations not involved in marketing consumer products. This is indicated by a measure asking informants to note whether their businesses include services, durables, nondurables, and industrial products. The results suggest that the subsequent percentages of informant business units are involved in these lines of business: services (25%), durables (27%), nondurables (54%), and industrial (32%). These percentages reflect the number of firms who noted that they worked in this business area (they were allowed to note more than one category) divided by the total number of business units in the sample (n = 92). 6A1 measures, except for those relating to culture, utilized their original scales. The culture measures were applied to a 7-point Likert scale to make the questionnaire easier to complete and decrease the dependence among measures created by the summated scale approach used in previous research. ilar constructs. This approach was chosen instead of a single model or models at the subset level to fit the constraints of confirmatory factor models, which do not provide good estimates on models that exceed a 5-to-I ratio of sample size to parameter estimates (Bentler and Cho 1988) . After the elimination of items that had very weak loadings or loaded on more than one factor, all remaining factor loadings were significant (t > 2.00) (Anderson 1987).7 Next, the reliability of each measure was assessed by calculating coefficient alpha. Item-to-total correlations were also inspected, and items with particularly low correlations were eliminated if doing so did not diminish the measure's coverage of the construct domain.
The next set of analyses was conducted to assess the discriminant validity of the subsets of measures (described previously) using a procedure recommended by Bagozzi and Phillips (1982) and Anderson (1987) . Within each subset, pairs of constructs were assessed in a series of two-factor confirmatory factor models using LISREL VII. Each model was run twice-once constraining the correlation between the two latent variables to unity and once freeing this parameter. A chi-square difference test was then performed. For all of the models investigated, the chi-square values were significantly lower for the unconstrained models, which suggests the variables exhibit discriminant validity.8 A final set of analyses was conducted to ensure that the organizational information process measures could be discriminated from a measure of individual use of information. Each of the four organizational information processes was paired with the individual use of market information measure in a series of two-factor models using LISREL VII. Each model was run twice, once constraining the correlation between the two latent variables to unity and once freeing this parameter. The results indicated that the chi-square values were significantly lower for the unconstrained models, which suggests the organizational and individual pro7In the interests of space, the factor loadings are not included in the article; however, they are available from the author. cesses exhibit discriminant validity.9 Table 1 contains a correlation matrix of all measures, whereas Table 2 contains their psychometric information.
General Theory Testing Approach
The hypotheses were examined in seven regression models with the four organizational information processes and the three new product outcomes as dependent variables. Follow-up analyses were performed to determine the relative importance of the cultures to the organizational information processes. Environmental turbulence was entered as a control variable in the models predicting new product outcomes because of previous research's suggestion that it might influence performance. For all seven models, variance inflation factors were estimated to examine collinearity levels. The results were found to be below harmful levels (Mason and Perreault 1991). Table 3 contains the results of the analyses.
RESULTS
The most rigorous approach for determining which cultures are more predictive of the organizational information processes is to perform partial F-tests on the beta coefficients associated with pairs of the cultural predictors (Draper and Smith 1981; Neter and Wasserman 1974). Using this approach, one significant difference between cultures was found-that between clans and hierarchies in their effect on conceptual utilization processes (F(1) = 8.38, p < .001), which supports H3d. None of the other parts of the first three hypotheses is supported. However, because of the small sample size and low power associated with these tests, as well as the lack of prior empirical research in this area, an alternative approach was explored (Pedhazur 1982, p. 64). It involved examining the relative size of the significant standardized beta coefficients (associated with the cultures). The subsequent discussion of H1 through H4 adopts this approach.
H1 predicted that adhocracies would encourage information acquisition processes more than the other cultures. The results indicate that none of the cultures are significantly related to information acquisition; therefore, their relative effects cannot be determined. These results do not support H1 (see Table 3 
DISCUSSION
The Organizational Market Information Processes
The conceptualization and measurement of organizational market information processes presented here offers a number of advantages over existing approaches. First, the conceptualization is interdisciplinary, containing ideas from marketing, organizational, diffusion of innovation, knowledge utilization, and information processing theories. Second, the concept1uali7ation is more comprehensive than is found currently in the marketing literature on organizational learning (Day 1991 (Day , 1994 , organizational information processing (Sinkula 1994) , and market orientation (Kohli and Jaworski 1990), which does not include all of the proposed processes and subprocesses. Third, the conceptualization is at the organizational level, and measures of the organizational information processes are empirically discriminated from measures of individual information processes.
Conceiving of and measuring various organizational information processes offers a number of important advantages to marketing research. This approach, for example, indicates the role that organizational-level processes might play in research that has tended to have an individual-level focus. In fact, one potentially useful direction for further research would be to investigate the relative effectiveness of individual-level and organizational-level information processes on various firm outcomes. In this way, the recent work of Glazer and Weiss (1993) could be extended by examining whether the tendency to underweight time-sensitive information in planning (an instrumental utilization process) is greater at the organizational level in which group-level processes might be expected to diffuse individual responsibility for decision-making outcomes (than at the individual level). Investigating organizational information processes also opens up new research avenues, such as understanding how these processes are related to organizational learning and organizational memory (Day 1991 (Day , 1994 ; Levitt and March 1988; Sinkula 1994 ). Finally, researchers may wish to examine the effectiveness of these organizational market information process measures relative to other published scales, such as market orientation (Kohli, Jaworski, and Kumar 1993).
Cultural Antecedents of Organizational Market Information Processes
It was surprising to find that the congruence of cultural factors was less important for predicting the presence of organizational information processes than the degree to which the culture was a clan. However, the present study is the first to investigate empirically the presence of informational processes in firms as a function of culture. Therefore, the findings extend prior research in important ways. In considering the dominance of clans, the question is raised as to why clans have the most intensive informational environment. Derived from clans' value orientation, information intensity appears to be a function of the degree to which organizations have an internal orientation and an informal structure that stresses participation, teamwork, and cohesiveness. Mohr and Nevin (1990) My study finds that market cultures do not support any of the information processes as strongly as clans do. Perhaps, the markets' focus on competitive superiority and the accompanying individualistic and opportunistic orientations of individual members (Ouchi 1980 ) reduces the prevalence of information processes. Because prior research has indicated that organizational information processes increase performance (see Jaworski and Kohli 1993; Narver and Slater 1990), markets' inability to sustain such processes may reduce their competitiveness relative to other cultures. However, prior research has indicated that market cultures actually promote higher performance than the other three cultures (Deshpande, Farley, and Webster 1993). The disparate results may be due to several factors. First, there are differences in the contexts in which the effects of culture were assessed. Deshpande, Farley, and Webster's (1993) study focuses on overall business performance, whereas my study focuses on new product development performance. Thus, it lOMohr and Nevin focus explicitly on climate as opposed to culture, but may be that clans are more predictive of effective organizational information processes in new product development activities, whereas markets are more predictive in less innovative, more incremental marketing activities. Second, perhaps clans achieve their effects on performance by influencing how organizations process information, whereas markets achieve performance more directly. Finally, previous research has examined the effect of culture on business performance, using "market" indicators, such as market share, profitability, growth rate, and business size relative to competitors (Deshpand6, Farley, and Webster 1993). Therefore, it is not surprising that markets have been found to be the most predictive of performance.
It does, however, remain paradoxical that clan cultures, which, by definition, are internally oriented, are also the most effective at transmitting and using "market" information. This paradox raises the interesting question about the proper balance between internal and external orientations in firms for promoting the use of market information. Day (1994) suggests that an internal focus weakens a firm's ability to learn about markets. However, my research extends his view by pointing to the importance of having sufficient internal focus to sustain information use through trust and commitment between organizational members. In further considering this balance between internal and external orientations, it should be noted that I do not adopt a methodological approach that forces cultures to be evaluated as competing, which is characteristic of work in this literature (Deshpande, Farley, and Webster 1993; Quinn and McGrath 1985) . Such an approach, which uses a summated scale asking respondents to trade off among culture types, may force a competing perspective that is not based in reality. In fact, Quinn (1988; see also Quinn and Cameron 1983) suggests that effective organizations are likely to contain all the aspects of a culture that can be evoked when certain organizational or environmental needs arise. In accordance with this view, my study allowed respondents to evaluate each culture on a 7-point Likert scale that indicated the degree to which they thought their division reflects certain characteristics. Therefore, cultures were not constrained to be competing. A correlation of p = .76 (see Table 1 ) was found between markets and clans, which indicates that though clans were the most effective users of information, clans and markets coexisted in many firms in the sample. This result indicates the importance of having an external orientation that motivates the need for information and an internal orientation that fosters its effective transmission and utilization.
Future Research Directions. Additional research could formally examine the extent to which the organizational information processes mediate the organizational culture-new product outcome relationships, as was implied in the hypotheses. Alternatively, researchers could theorize about the direct effects of culture on new product outcomes, as well as the indirect effects achieved through the organizational information processes. Examining direct and indirect effects may be particularly fruitful for investigating differences between how markets and clans achieve their influence on performance. Furthermore, it was suggested that how culture influences organizational information processes may be note that many researchers consider culture and climate to be synonymous. The finding that new product performance is promoted by instrumental utilization processes supports the linkages that previous research has made between firms' intensifying their adoption of information processes and the effectiveness of firm outputs (Glazer 1991) . Moreover, the fact that conceptual utilization processes are also predictive of new product performance contributes to the extant research that rarely measures these processes and has had limited success in detecting their effects (Rich 1981; Weiss and Bucuvalus 1980) . Most important, no research in marketing has empirically assessed the value of conceptual use processes for firms. The results suggest that conceptual utilization processes do produce important bottom-line benefits for firms.
Conceptual and instrumental utilization were also found to increase the timeliness of new products. In considering these findings, I speculate that, though the utilization processes take time to enact, their effective enactment may actually result in time savings for firms. Specifically, one reason strategies are either ineffective or untimely may be due to a lack of shared vision or commitment to the direction indicated in market information (Sinkula 1994) , something that conceptual use furthers within organizations. Additionally, the results point to the importance of acting on information in a decisive manner-something furthered by effective instrumental use processes.
Finally, only conceptual utilization processes positively influence new product creativity, which indicates that creativity is, in part, a function of an organization's commitment to information and the degree to which it supports deep processing of acquired information. Environmental turbulence, on the other hand, has a negative effect on creativity. Organizations seeking to generate creative strategies should, themselves from a turbulent environment or foster conceptual utilization processes. Moreover, further research could examine how conceptual use processes translate into creative strategies. Adopting more ethnographic approaches might illuminate the interpersonal and organi7ational mechanisms underlying these results (see Workman 1993) .
Future Research Directions. These findings support the view that the competitive advantage associated with information depends less on whether a firm has information and increasingly on whether a firm is able to make the best use of that information (Glazer 1991; Porter and Millar 1985) . However, further research should formally investigate whether the utilization processes are mediating the impact of information acquisition and transmission processes. Further research could also add to these results by examining whether the effectiveness of the information processes varies as a function of organizational size, structure, or commitment from top management (Haeckel 1990 ) or as a function of the characteristics of the information, such as its complexity or actionability (Deshpand6 and Zaltman 1982; Menon and Varadarajan 1992). It would also be fruitful to examine whether the information processes influence mature products in the same way as new products. Finally, further research could examine the extent to which organizational culture moderates the effect of the information processes on new product outcomes by suggesting that the greater the congruence between culture and information processes, for example, adhocracies and information acquisition processes (which are both externally oriented), the greater the new product outcomes.
Study Limitations
Despite the advantages associated with the current measures of the organizational market information processes articulated previously, they could be improved on in further research. First, a subset of the measures asked informants to rate the extent to which their organizations had certain information processes in place during the projects they were evaluating. Unfortunately, the organization may not actually have been implementing these processes. However, because these measures were purified with other measures that were stated more explicitly in terms of their implementation, the measures appear to be valid. Despite these assurances, additional research should question directly the degree to which all of these processes were implemented. Second, the organizational market information process measures failed to distinguish between formal and informal information processes. Doing so would have allowed for examining whether formal (or informal) cultures also have more formal (or informal) organizational market information processes. Further research could pursue this distinction, which would allow for investigations into whether the degree of formality in the processes influences their effectiveness, which has been suggested in prior research (Armstrong 1982; Capon, Farley, and Hulbert 1987). For example, informal transmission processes may be more effective than formal transmission processes in promoting timeliness because they allow for the quick transfer of information.
Third, single informants were used to measure the organizational information processes. Although the use of multi-therefore, consider the challenging issue of how to buffer ple informant designs remains the exception in marketing and organizational research, such an approach would clearly be a stronger test of the theory and would eliminate the concern that the results are simply picking up a giant haloeffect across the measures.11 Fourth, the marketing outcomes focused informants on products that have been in the market for a minimum of 12 months. This focus reflected discussions with executives that indicated it would be difficult to report on the performance of products in a shorter time period. However, because of the approach adopted, their reports could have been biased toward successful product introductions. Further research could overcome this limitation by also focusing on new products that lasted less than a year, but for which performance outcomes exist.
Fifth and finally, this research did not explore the direct relationship between information processes and decision making. Instead, the quality of decision making was inferred from the quality of performance. Although this is an incomplete description of the impact of information, it was chosen llFollowing John and Reve's (1982) findings, the need for multiple informants is much greater in studies focusing on informants' perceptions of organizational-level sentiments (e.g., norms of exchange such as trust), which display less convergence among informants than in studies focusing on informants' perceptions of organizational structural or process variables (e.g., formalization or nature of interactions), including market information processes, which typically display more convergence.
because it was unclear whether informants would be able to isolate specific decisions leading to performance outcomes.
Conclusion
Although marketing has historically addressed information processing and utilization from the perspective of the individual decision maker, my research suggests that understanding how organizations perform these activities is also a valuable perspective. Drawing on diverse literatures, I conceive of four organizational market information processes and demonstrate their distinctiveness from individual information utilization. This research went beyond a focus on structural antecedents of information use behaviors to assess the cultural antecedents of information processes in firms and find evidence that clan cultures emphasize more organizational market information processes than do markets, adhocracies, and hierarchies. Finally, my research demonstrated that information processes may act as "knowledge assets" that can be leveraged to achieve competitive advantage in new products. The most valuable of the organizational information processes were the information utilization processes: Conceptual utilization processes increased the performance, timeliness, and creativity of new products, whereas instrumental utilization processes increased the performance and timeliness of new products. 
III. New Product Outcomes
Rate the extent to which the product has achieved the following outcomes during the first 12 months of its life in the marketplace. Environmental Turbulence (Competitive Intensity):d * Competition in this product area is cut throat. * There are many promotion wars in this product area. * Anything that one competitor can offer in this product areas, others can match readily. * Price competition is a hallmark in this area. * One hears of a new competitive move in this product area almost everyday. * Our competitors in this product area are relatively weak.* NOTE: With the exception of new product timeliness and creativity, which used a semantic differential scale, and new product performance, which used a 7-point Likert scale, where 1 was "low" and 7 was "high," all other constructs used a 7-point Likert scale, where 1 was "strongly disagree" and 7 was "strongly agree." *Starred items were reverse coded. aNew Scale. bSource: Deshpande, Farley, and Webster (1993). cAdapted from Deshpandd and 7Zaltman (1982). dSource: Jaworski and Kohli (1993).
New Product
